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Abstract
The writings of Saussure, Peirce, Barthes, Eco and others express theories that 
symbols, signs, and signals are integral elements in the assignation of meaning within 
general human communication. Email marketing specialists such as Stephanie Miller, 
Andy Goldman, and Jeannieay Mullen opine that it is the email recipient’s inferences 
regarding the words in the address or subject lines that are the primary determinants in 
the decision whether or not to first open and subsequently respond to a commercial email. 
It would then seem that email marketers would be well served by understanding what 
forms these inferences in the minds of the recipients and what responses are more likely 
when email recipients view the symbols, signs, and signals placed in subject lines.
A series of 219 commercial emails from a national chain retailer were evaluated 
comparing the recipient response rate (the percentage of emails actually opened) with the 
presence of terms deemed to be relational in nature. Those emails with relationships 
related terms in their subject lines exhibited a 6.2% higher open rate than those not 
containing those types of terms. This study’s purpose was to determine if there could be 
a demonstrable relationship between the word-driven symbolic (semiotic) content of the 
subject lines and the percentage of those emails that are opened by the recipients. To 
accomplish its purpose, the study reviewed the positions of 13 semiotic theorists and 
applied certain of their theories in an analysis of the open rates of these commercial 
emails.
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CHAPTER I 
Introduction
Situation Background
The creation of the World Wide Web (the Web) facilitated rapid data access and 
movement. Though initially used for military and organizational information transfer, the 
proliferation of inexpensive personal computers opened the Web to use by individuals for 
general interpersonal communication. The business community quickly recognized the 
potential of the Web as an efficient form of direct access to consumers. According to 
Matt Marshall (2005), this piqued interest was exemplified by the late 1990s rapid 
expansion and just as rapid contraction of dot-com companies.
Direct mail advertising had been in existence for many years with an ever- 
increasing financial commitment from the retail business community. By 1957, the $579 
million that advertisers had spent on direct mail advertising in 1947 had grown to $1.42 
billion (Kielbowicz, 2000). Though actively using direct-to-consumer advertising in the 
form of direct mail, retailers were looking for more effective and efficient methods of 
delivering their advertising messages to individual consumers.
In the 1990s, in a fashion similar to how they might send postcards to draw 
customers to brick-and-mortar store fronts, businesses sent email text messages meant to 
attract customers to their Web sites. These emails featured, according to an article by 
Ellen Byron (2005) in the Wall Street Journal, images that were not large enough to be 
effectively viewable. However, because of the ready availability of Internet Service 
Providers such as AOL and Yahoo who brought image-based html email capability 
within the reach of many people, businesses began to see a method of not only directly 
communicating a visual commercial message to consumers but of realizing immediate
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
Semiotic Content in Email Subject Lines 7
and measurable responses. In the same Wall Street Journal article cited above, Byron 
(2005) expressed the opinion that 33% of the recipients open an email message within 
hours of it being received, 11% “click through” (open further pages linked from the 
email), and 4.3% make a purchase.
Advertisers recognized, however, that until the email is actually opened, no sales 
action can take place. It became clear to these merchants that open rate increases were of 
paramount importance in increasing email-driven sales.
Typically, when opening his or her email in-box, the first information seen by the 
recipient is the sender’s name and a portion of the subject line. Both are key factors in the 
decision whether or not to open the email. Sally McGhee (2005), consultant and 
productivity expert who specializes m Microsoft Outlook training, says about email 
recipients “If they can’t quickly identify why your message is important or if it requires 
action, you probably know where it goes...” (p. 1.) Although Ms. McGhee’s employment 
and the location of her article on Microsoft’s “atwork” web site imply bias, anecdotal 
experiences by this writer and his associates tend to affirm her statement.
If the sender’s name and the subject line are the principle bits of information upon 
which the recipient will base a decision on whether to open or delete an email message, 
senders must develop an approach to the content of those two areas that crafts each to 
influence the decision in the favor of the sender. This research looked at the subject line 
portion of that equation by specifically studying a 17-month series of emails sent by a 
national specialty retail chain during 2006 and 2007. The subject line content and the 
open rate of each were analyzed.
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Study Purpose
What is the relationship between subject lines and open rates? What role does 
semiotics, simply defined by the American Heritage Dictionary (2000) as the study of 
signs and symbols, play in the subject lines authors’ and the recipients’ understanding of 
the subject line content? This study first worked to determine if analyzing a series of 
commercial email subject lines and open rates from the perspectives of different semiotic 
theories brought about an understanding of what may have formed inferences in the 
minds of the email recipients. Secondly, it strove to determine what future recipient 
responses might be if email senders thought “semiotically” in the construction of subject 
lines. To accomplish this purpose, the study reviewed the positions of 13 semiotic 
theorists and researched which of their theories may have applied to the responses to the 
list of emails analyzed.
Case Description
While this is a single business case description, the email open rate issue is 
considered to be of importance to many retail businesses as evidenced in the Byron 
(2005) and McGhee (2005) articles referenced previously. The scope of the problem is 
addressed in the Significance o f the Question section which follows on page 9.
The company (The Company for reasons of confidentiality) whose email efforts 
were studied is a national chain specialty-retailer who operated less than 500 brick and 
mortar stores and a web-based “store.” At the time of this study, its marketing strategy 
relied on direct-to-customer advertising fi-om catalogs, postcard mailings, variations of 
telemarketing, and commercial emails. Each advertising element was designed for the 
purpose of driving business to the brick and mortar stores. Of these elements, this study 
focused solely on email advertising.
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Between January, 2006 and mid-July 2007, The Company sent 219 emails to 
various segments of its database. Some went to the entirety of the active customer 
database but most were sent to specific market and/or category segments. The quantity of 
email addresses for each email campaign ranged fi'om 196 to 673,529. Of the 219 emails 
sent, 61 went to virtually the entire database, segments of 400,000 or more. Of the 
remaining 158 emails, 90 were sent to market segments of 100,000 to 399,999, 32 to 
more highly defined segments of 10,000 to 99,999, and 36 to micro-segments of 9,999 or 
less. The average email campaign went to 286,326 email addresses.
Emails were predominantly promotional in content and subject line content. Open 
rates ranged fi'om 8.1% to 63.78% and averaged 13.1%, up fi-om the 12.2% average 
experienced by The Company in 2005.
Research Questions
Was there a demonstrable relationship between the word-driven symbolic 
(semiotic) content of the subject lines in a series of The Company’s commercial emails 
and the percentage of those emails that were opened by the recipients? If so or if not, 
what did semiotic theories contribute to the explanation of the recipient response? 
Significance o f this Question
The improvement of profitability through establishment and enhancing of 
relationships between businesses and their customers has been a primary reason for 
businesses’ use of email marketing. In the Research Brief from the Center For Media 
Research, Kelsey Lowitz, the Director of CRM for Art.com, stated “Email marketing is a 
powerful.. .channel that allows us to engage in.. relevant conversations with repeat and 
new buyers” (2007, p. 1). The same article said that “72 percent of the marketers 
surveyed indicated that they plan to employ email marketing more,” “70.5 percent
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(intend) to increase spending on email acquisition,” and that more than 60 percent will 
increase spending on retaining email accounts (p. 1). A MediaPost.com article by Jack 
Loechner emphasizes the importance of the email medium to many businesses when it 
forecast that the amount budgeted for email marketing would “grow to more than $4 
billion by 2012” (2007, p. 1).
In How to Increase your Email Marketing Open Rates by eBusiness News, a key 
to the success of email marketing is the “open rate” or the percentage of emails that a 
business sends that are actually opened by the recipient. In the same October 23,2007 
article eBusiness News stated “if the subject line doesn’t catch your prospects’ attention, 
then they’re not opening, not clicking and not buying” (p. 1). For businesses to gain a 
return on their email marketing investments, sales had to occur. For email-driven sales to 
occur, emails needed to be read, a condition that could not happen unless the emails were 
opened.
The goal for The Company was the identification of communications methods 
and content language that would enhance the likelihood of a positive recipient response. 
The study of this research question revealed some of that information and affirmed 
principles that could also be applicable to other direct-to-customer commercial messaging 
such as postcards, catalogs, and flyers. In a very broad sense, the study helped the retailer 
better understand its customers, thereby enhancing the potential for relational 
connectivity between the two. For the researcher, the study of this question provided a 
foundation fi-om which to further develop an examination of semiotics and its effect on 
communication theory and the application of those theoretical principles.
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Study Overview
The following case study consisted of a number of components. First, it 
contained a review of theories of 13 semioticians. Second, it performed an analysis of 
the observable components (including response rates) of a series of commercial emails 
sent to a customer database by The Company. Further, it identified relationships that 
may exist between theories, elements, and responses, and, lastly, examined those 
relationships to determine findings that may be applied to The Company’s email tactics 
or that may generate recommendations for further research.
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CHAPTER 11 
Literature Review
Definitions o f Semiotics
A determination of the applicability of semiotics on consumer responses to
commercial emails required that there was a commonly accepted definition for the term 
semiotics, a robust (albeit somewhat lengthy) discussion of the theories of recognized 
semiotic theorists, and that there is a description of the link between the expressed 
theories and their application.
Following are defining descriptions of semiotics from the perspectives of The 
American Heritage Dictionary and various academicians.
The American Heritage Dictionary (2000) and The Columbia Encyclopedia 
(2004) describe semiotics as a theoretical examination of signs and symbols covering 
multiple linguistic arenas studied by principally by noted logician C.S. Peirce and linguist 
Ferdinand de Saussure.
Milton Singer (1984), of the University of Chicago, referred to semiotics as sign 
science. Daniel Chandler (2002), author at the University of Wales, Aberystwyth, 
concurred with Singer when he defined semiotics as "the study of signs" (p. 1).
D.S. Clarke (1990) at Southern Illinois University opined that semiotics is a 
logical theory that defines signs by comparisons and contrasts.
The element of intentionality, emphasized by Johansen and Larsen (2002) in their 
discussion of semiotics, echoed the opinion of Pierre Guiraud (1971) who observed that 
though “.. .clouds are a sign of rain.. .semiology withholds the status of sign because the 
cloud-laden sky has no intention of communication...” (p. 22).
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Semiotics is the examination of symbolic behavior according to Wendy Leeds- 
Hurwitz (1993) of The University of Wisconsin-Parkside.
While these definitions and opinions aided in establishing a basic understanding 
of the term, in order to better determine the possibility of a relationship between 
semiotics and email response, a review of semiotic theories and theorists was appropriate. 
Semiotic Theorists
The intent of this study was to determine if there was a possible role which 
semiotics might have played in the email recipient’s response to subject lines’ content. 
Foundational to this analysis was an examination and understanding of both various 
recognized semiotic theorists and their theories.
This discussion of semiotic theory considered multiple semiotic theories and, to 
establish context, the backgrounds of the contributing theorists. As shown in Figure 1, 
beginning with John Poinsot and continuing chronologically through Petros Martinidis, 
the perspective of each was discussed by descriptions from other theorists, 
communications academicians, and by the theorist himself. Though 13 theorists were 
Figure 1. Comparison of the eras of the select theorists’ life and work.
Poinsot
Peirce
Saussure
Jakobson
Morris
Barthes
Percy
Sebeok
Eco
Guiraud
Galan
Chandler
Martinidis
1839 -1914 
1857 -1913
1896-1982 ■
1903 -1 9 7 9  ■
1915-1980 ■
1916 -1990 
1920 - 2001 
I Present
Present 
1 ^ 1  Present
IjjjH  Present
Present
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reviewed, the bulk of the discussion was on John Poinsot, Charles Sanders Peirce, 
Ferdinand de Saussure, Roland Barthes, and Walker Percy.
John Poinsot. Bom in 1589 to Portuguese nobility and later to become a 
Dominican theologian who, according to New Advent (2006), was influenced by the 
authors of the Cursus Conimbricenses, John Poinsot believed with Pedro da Fonseca and 
Augustine, that signs/symbols were a general idea. In his 1632 opus Tractatus de Signis, 
according to Beuchot and Deely (1995), Poinsot wrote "a sign is that which represents 
something other than itself to a knowing power" (p. 1) and “since the sign consists in a 
relation, it can only be a vehicle indifferent to its status as a creature of nature or culture 
in what it conveys” and that its re-creative character is indicative “of something that 
began in mind” (p. 1). These statements set Poinsot’s relational parameters for signs. 
Signs required a “knowing power,” a viewer, and an interpreter of the sign. Poinsot’s 
belief was in the representative value of the mind/nature originated sign. The sign 
represented what the originator and the recipient perceived it to represent regardless of 
whether it was text, graphical or behavioral. This view became a foundation upon which 
much of the work of subsequent semiotic theorists, knowingly or otherwise, was built.
Over 200 years elapsed between Poinsot’s efforts and those of Charles Sanders 
Peirce the 19th Century theorist who Clarke (1990) named as the founder of semiotic. 
Beuchot and Deely (1995) believed that though the two shared a “profound doctrinal 
confluence.. .in their understanding of the sign” (p. 1), Peirce was unaware of Poinsot’s 
work.
Charles Sanders Peirce. A chemist, geodesist, and mathematical logician, Charles 
Sanders Peirce was the son of Benjamin Peirce, Professor of Mathematics at Harvard 
University. Robert Burch (2006), in The Stanford Encyclopedia o f Philosophy, describes
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how Peirce’s father helped his son’s intellectual development during his formative years 
by presenting him with problems and then reviewing Charles’ solutions. Logical 
reasoning became an integral part of tbe nature and lifestyle of Peirce and formed his 
approach to independent problem solving. For Peirce, logic took on the form of deduetive 
reasoning, the study of reasoning as a process, and the analysis of eontent, method, and 
validity within a propositional structure. Hookway (2002) said that his logic was 
immersed in an investigation of phenomenon and it was through this observational 
approach to logical reasoning that Peirce built his theory of semiotics. Thomas Goudge 
(1950), from the University of Toronto, described Peirce simply as a 'logician'" (p. 111).
Peirce published over 12,000 pages and wrote more than 80,000 unpublished 
pages. His work in semiotics, as compared to Saussure’s work in semiology, resulted in 
aceeptance by many of his designation as a founder of semiotie. For example, D.S.
Clarke (1990) disagreed with the Beuehot and Deely selection of Poinsot as founder 
when he wrote that Peirce should really be considered the father of semiotics since “he 
defined the seope of the subjeet, introduced the basic terminology..., and produced 
classifications that...continue to be suggestive and warrant study” (p. 58).
Clark (1990) opined that it was Peirce’s perception of semiotics as logical as 
opposed to empirieal, his opinions that signs were used only by creatures capable of 
learning from experienee, and his approach to the relational sign interpreter/interpretant 
that made his work more foundational than that of Poinsot. In Clark, Goudge (1950) 
quoted Peirce as saying "I am, as far as 1 know, a pioneer... in the work of clearing and 
opening up what I call semiotic” (p. 137). Peirce, himself, took the position that he was a 
discoverer of the discipline of semiosis, the proeess of semiotics.
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James Hoopes (1991) stated that Peirce made “the general theory of signs 
fundamental in logic” (p. 1). Hoopes went on to say that Peirce believed that “every 
thought is a sign without meaning until interpreted” (p. 7) and that Peirce established the 
relationship of thought and meaning as “an interpretation of the thought as a sign of a 
determining object” (p. 7). Sheffield University Professor Christopher Hookway (2002) 
recognized Peirce for ”a complex account of meaning and representation which he called 
'semiotic' or 'semeiotic'“ (p. 1). The sign, from Peirce’s perspective, regardless if word, 
image, or behavior, was representative of meaning. In another paper quoted by Clarke 
(1990), Peirce said "A sign... is something which stands to somebody for something in 
some respect or capacity" and "The sign stands for something, its object. It stands for that 
object, not in all respects, but in reference to a sort of idea" (p. 59).
Peirce’s theories seemed to indicate that there could be a logical connection in the 
thought processes of the email recipient such that the recipient’s understanding of the 
representative value of the signs in the subject line could affect his or her decision to 
open the email. These theories, however, needed to be viewed through the filters of other 
theorists, such as Saussure, who approached the signs questions from different 
disciplines.
Though Peirce and Saussure were chronological contemporaries, their approach to 
signs was different. Peirce’s semiotic focused on the study of all signs whereas 
Saussure’s semiology focused on linguistics.
Ferdinand de Saussure. Bom in Geneva in 1857 to Swiss nobility,
Saussure, a linguist, was referred to by Fiske (1990) as the father of semiology.
Fiske (1990) expressed the opinion that de Saussure had more interest in the way 
words (signs) related to other words than “with the way they related to Peirce’s
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‘object’” (p. 44). Saussure saw the sign as an object and consisting “of a signifier 
and a signified” (p. 44). Saussure’s theories on sign relationships warranted 
examination because of their foundational place in the development of the overall 
semiotic theory and because of their focus on language, a key element in the 
question posed by this study.
Emphasizing Fiske’s nomination of Saussure as the seminal influence in 
semiology, Milton Singer (1984) labeled Saussure’s semiology as an innovation in the 
way that signs would be studied. Singer’s idea that Saussure’s ideas were new was 
supported by Roland Barthes (1964) who wrote “The concept of language/speech is 
central in Saussure and was certainly a great novelty in relation to earlier linguistics...”
(p. 13). In Conville’s Uses o f Structure in Communication Studies, Nada K. Doany and 
Robert Hopper (1994) published the belief that Saussure is “a monumental figure in the 
history of language and thought” (p. 11).
D.S. Clarke, Jr. (1990), in a description of the relationship of Saussure and 
semiology, stated that “Though linguistics studies the most important means of 
communication, it is assigned by Saussure the role of a sub branch within the wider 
domain of semiology” (p. 124). In this statement, Clarke (1990) positioned an article in 
which Saussure presents his argument for the formation of a scientific discipline called 
semiology. In his article, Saussure noted three points about language that presented a 
foundation for a linguistically based definition of semiology, points that made them also 
germane to the question of this study. Language, he believed, “once its boundaries have 
been marked off within the speech data, can be classified among human phenomena, 
whereas speech cannot” (p. 16). He followed with the idea that language has features 
that, when compared to other institutions or disciplines, are interpersonal/social. Finally,
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his belief was that language is signs. “Language is a system of signs that express ideas”
(p. 16), he said.
In Clark (1990), Saussure presented the rationale for the name of this new science 
when he said “I shall call it semiology (from Greek semeion 'sign'). Semiology would 
show what constitutes signs, what laws govern them” (p. 16). He was careful not to make 
linguistics supersede semiology but rather said that “Linguistics is only a part of the 
general science of semiology; the laws discovered by semiology will be applicable to 
linguistics” (p. 16).
According to Saussure, the trait which made semiological systems unique among 
all others is that it was only in language where the trait was most evident in that least 
studied. He called on his fellow linguists to search for the commonality between language 
and other semiological processes or systems. He believed that the forces of language 
could not receive serious consideration if they solely positioned language as an 
alternative to other systems. Saussure expressed the belief that “we shall throw new light 
on the facts and point up the need for including them in a science of semiology and 
explaining them by its laws” (p. 16).
It must be noted that Saussure, in this article excluded the classical natural signs 
and subhuman signaling systems from a definition of semiology. The focus was solely 
anthropocentric (a view that interprets reality from the human experience), a perspective 
seemingly afiBrmed by Johansen and Larsen (2002) and Guiraud (1971).
Clarke (1990) tied these Saussure theories to the opinions of the much younger 
Columbia University thinker Roman Jakobson who he described as having “lent his 
considerable prestige to Saussure's project of developing a general theoiy of signs that 
includes linguistics as a sub branch” (pp. 143-144).
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Roman Jakobson. Roman Jakobson was bom in Moscow and emigrated to the 
United States by way of Prague and Scandinavia. He joined the faculty at Columbia 
University in 1943 and at Harvard University in 1949 where he remained until 1967.
In the opinion of Chandler (2002), Jakobson was a bridge builder between 
Peircean and stmcturalism traditions. Like Saussure, Jakobson viewed semiotics as a sub 
branch of sign theory but added the arts and other methods of expression to Saussure’s 
linguistics and semantics. In Clarke (1990) Jakobson observed "linguistics is a part 
(emphasis added) of semiotics” and “The egocentrism of linguistics who insist on 
excluding from the sphere of semiotics signs which are organized in a different manner 
than those of language, in fact reduces semiotics to a simple synonym for linguistics” (p. 
145). He included language and/or linguistics as a sub-set of sign theory but did not 
exclude other forms such as art. “Everything” he stated in Clarke (1990) “in any 
phenomenon of language. ..is a sign” and “there is no doubt that all of the arts... are 
linked to the sign” (p. 145). He also included the statement that “The comparative study 
of natural and formalized languages, and above all those of logic and mathematics, also 
belong to semiotics” (p. 145).
Jakobson was building a bridge between Peirce and strict structuralism that 
Chandler (2002) said was founded “on selection, substitution, and similarity.. .and on 
combination, contexture, and contiguity” (pp. 139-140). These spanning terms, 
descriptive of the foundation of the Jakobson bridge, appeared to have applied to the 
thought/response process that occurred on the part of recipients when viewing the sign 
content of messages such as email subject lines.
Jakobson broadened the range of semiotics. Charles William Morris extended it 
further into a more behavioral driven direct response theory. While Morris’ theory was
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another block in the evolution of the study of semiotics, it was his emphasis on studying, 
as quoted in Clarke (1990) “'disposition'-produced behaviors" (p. 90) that applied most 
directly to this study.
Charles William Morris. Bom in Denver, Colorado in 1903, Morris developed an 
original form of pragmatism that came from his work in semiotics while teaching at Rice 
Institute, the University of Chicago and the University of Florida. Morris’ interest was in 
behavior and he worked to change the terminology, as referenced by Clarke (1990), from 
traditional intellectualism into a terminology that was observation/response based. His 
work on semiotic theory presumed the inclusiveness of Jakobson and the effect of context 
and language but added the idea that signs predisposed the message recipient to respond 
when, at some friture date, the stimuli were reapplied. As a contemporary example, radio 
advertisers might build an advertising schedule on the premise that a listener needs to 
hear a message at least three times before a profitable response can be expected.
Morris’ words, as quoted in Clarke (1990), gave a better understanding of his 
pragmatic theoretical perspective. “It is not to be expected that all discussions of.. .signs 
can be translated at once with profit into a behavioral formulation [but].. .can be most 
profitably carried on by a biological orientation which places signs within the context of 
behavior” (pp. 95-96).
Morris was behavioralist in his approach to semiotic. In contrast, literary critic 
and semiotician Roland Barthes was, according to Elam (2002), more closely related to 
Saussure in his systematic and structuralist language orientation yet markedly different 
from the followers of Saussure in the question of the ownership of meaning, an issue 
important to this study’s question.
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Roland Barthes. Cherbourg, France native Roland Barthes, was bom in 1915, 
began his earliest works in the late 1940s, and was, according to Allen (2003), the 
“director of studies of the 'sociology of signs, symbols and representations' in the EPHE 
{École Prâtique des Hautes Études^ (p. 54). Allen (2003) expressed that Barthes was 
influenced by the Marxist and existentialist thought. The issues for Barthes, according to 
author James Michel (1995) were the “problematics of language” and “language's 
appropriations of conscious and unconscious thought, and the ease with which the 
individual comes to mistake linguistic or semiotic constructs for the Self’ (p. 1).
Clarke (1990) posited that Barthes, in keeping with the Saussurean thought, 
“denies any independent status for nonlinguistic systems of communication, claiming that 
all are interpreted relative to discourse frameworks and that it is only in terms of such 
frameworks that they have meaning for us” (p. 139). Implied is that it is in this 
“framework” for discourse that meaning can occur for the reader.
Andrew Bennett (2005) spoke to Barthes’ later-in-life post-stmcturalism theory 
perspectives when he discussed the profound effect on the idea of anti-intentionalism that 
Barthes' essay The Death o f the Author had. Barthes joined Derrida, Foucault, and 
Kristeva in turning from the structuralism idea that culture and meaning were mutually 
exclusive and to a belief that the interpretation of the text was not dependent upon the 
intention of the author but rather subject to the understanding of the reader.
Barthes was quoted by Bennett (2005) as stating “We know now that a text does 
not contain 'a single “theological” meaning (the “message” of the Author-God)' and 
declaring that once the author has been 'removed', 'the claim to decipher a text becomes 
quite futile” (p. 5). Culler (2002), in speaking of the Barthes concept of “the death of the 
author” (p. 2), recognized Barthes’ efforts to change the focus of study from author to
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text. Culler (2002) pointed out, however ironically, "Yet this enemy of authors is himself 
pre-eminently an author, (with) a personal style and vision" (p. 3) and his works were 
"the imaginative products of an author" (p. 3). There were debates within what Barthes 
said and what he was.
"The debates themselves conceal the same seductive strategy, simultaneously 
arousing and repressing the reader's desire to master the incoherence of the object being 
read" (Winn & Barthes, 1985, p. 222) wrote Barthes in 1985. In the same paragraph, 
Barthes described an "invitation to solve the enigmatic object, which exemplifies the 
ever-present challenge fi'om author to reader" (p. 222) and concluded the paragraph when 
he said “one cannot discount the inconclusiveness of the narrators' discussions 
which.. .exposes the reader to the delicate issue of the uncertainty of signs” (p. 222). 
Barthes, in this article, exposed the meaning wrestling match between author and reader. 
He proclaimed that “the birth of the reader must be at the cost of the death of the Author'
- an assertion that.. .has remained one of the most controversial tenets of post­
structuralism” (Lodge & Wood, 2000, p. 145). As quoted by Lodge and Wood (2000) in 
their reprint of Death o f the Author, Barthes stated “As soon as a fact is narrated no 
longer with a view to acting directly on reality,.. .this disconnection occurs, the voice 
loses its origin, the author enters into his own death, writing begins ” {italics added) (p. 
147). It was, seemingly according to Barthes, that the tension between writer and reader 
disappears as the writer relinquishes ownership of the meaning of the script leaving the 
meaning to the mind of the reader. If Barthes’ theory on the requisite death-of-the-author 
effect on meaning was correct, is there a method of determining whether recipient 
response to commercial emails can be related to the sign value contained within its 
subject line? Is there a sufficient validity in Barthes theory that, when it is combined with
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other theories, will give an insight into what meaning recipients at any given time are 
assigning to the signs contained in the subject line?
As a literary critic and a contemporary, it is possible that Barthes might have had 
philosophieal differenees with fiction author and semiotician Walker Percy. Percy (1983) 
believed that it is the author, or “namer” (p. 72) as he says, that defines meaning. Barthes 
saw the reader or hearer as the determiner of meaning.
Walker Percy. Known widely for his first major novel. The Moviegoer, Walker 
Percy, M.D. was a fiction author and a theorist who wrote many non-fiction essays and 
artieles. The essay to be considered for this study will be Naming and Being from the 
book Sign-posts in a Strange Land, a compilation of works by Percy.
Before examining Percy’s perspectives on naming, it was appropriate to review 
Percy’s published beliefs about the general subjeet of semiotics.
In Lost in the Cosmos, Percy (1983) defined semiotics in a general sense “as the 
science which deals with signs and the use of them by creatures” (p. 85). He explained 
that, though there are those such as Thomas Sebeok wbo included animal 
communications (zoo-semiotics), his was strictly a discussion of the human use of signs. 
Percy’s concern for the study of semiotics is that “what with man being preeminently the 
sign-using ereature, and what with man using signs in everything that he does, semiotics 
runs the risk of being about everything and hence about notbing” (p. 85).
From this foundation, Perey built his ease for naming as a principle lyneh pin in 
his philosophy of semioties. As Harold Bloom (1986) says in his book Walker Percy, 
“Language is presented in its highest power: naming...Naming particularizes language's 
power of plaeement. A name gives the named thing ‘form and habitation’" (pp. 71-72). 
Bloom (1986) went on to say that the process of naming is what denoted reality both for
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the named object and for the person doing the naming, “it is both a giving and a receiving 
of news” (pp. 71-72).
“What is naming? Is it an event which we can study as we study other events”
(p. 130)? With this question Percy initiated his essay. “A father tells his two-year-old 
child that this, pointing to a certain object, is a ball....whenever his father speaks the 
word, the child looks for the ball and runs to get it” (p. 130). The illustration began by 
showing that the child’s initial responses are Pavlovian. Say the word and the child 
retrieves the ball. However, at some point when Dad says the word, “the 
child...understands...this is a ball-the word ‘ball’ means this round thing” (p. 130). Percy 
was using this illustration to demonstrate how the human child moved from sign-response 
to concept-identification, a relational state involving partnering with the father, “ ...the act 
of naming, or denotation, is generically without precedent in natural history” said Percy. 
“But when one names a thing or understands fi-om another that a thing is so named, the 
event can no longer be interpreted as causal fimction” (p. 133). How does this apply to 
email subject line interpretation? Is the sender the namer who leads the recipient into an 
understanding of the named, the word-sign, used in the subject line? Does the recipient 
“partner with” the sender?
Lewis Lawson’s (1988) discussion of Percy’s theory of naming cited the story of 
the 8-year old Helen Keller’s discovery of water. Helen Keller was both blind and deaf, 
communication limitations not dissimilar to the email recipient who can neither directly 
see nor hear The Company speaker.
Helen's thought process suddenly arced, so that she knew that "the wonderful cool 
something" flowing over one hand was named by the word "w-a-t-e-r" that Miss 
Sullivan was tracing in her other hand. In that instant curiosity burst forth, and
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Helen was almost frenetic to learn the names of everything else in her world (pp. 
143-144).
Lawson went on to say:
Percy's intuition from Helen's experience was that it transcended a stimulus- 
response model, that it did not involve a causal relation. On the contrary, both the 
word water, provided by the Namer, and the presence of the object, provided by 
the senses, arrive simultaneously in the consciousness of the Hearer (pp. 143- 
144).
Percy (1991) said “Helen Keller’s memorable revelation was the affirmation of 
the water as being what it is. But an affirmation requires two persons, the namer and the 
hearer. This is water, means this is water for you andfor me" (p. 133).
If Percy’s theories were correct, an inference could be drawn that the email 
recipient comes to affirm the “name” and to subsequently become curious about the 
world of the “named.” This inference would come through stimuli reapplication as 
discussed in Morris’ theory of future understanding and as illustrated in the Keller story.
“I thereby exist authentically as a namer or a hearer, as an “I” or a “thou” -  and in 
either case as a co-celebrant of what is” (Percy, 1991, p. 135). This approach to 
“naming,” especially as involving bipersonal affirmation, differed in its fundamental 
definition of semiotic fi’om Thomas Sebeok in that Percy limited the affirmation 
capability to humans. As previously referenced, Sebeok believed that there were 
subhuman communications systems, labeled zoo-semiotic, that should be included in the 
study of the semiotic.
Thomas Sebeok. Hungarian bom semiotic theorist Thomas Sebeok, Professor of 
Linguistics and Semiotics at Indiana University, earned his doctorate degree fi-om
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Princeton University studying under semiotic theorist Roman Jakobson.
Sebeok placed semiotics in the “comparative studies of human and subhuman 
systems of communication” (Clarke, 1990, p. 8). Prefixes such as zoo-, bio-, and 
anthropo- were applied to “semiotic” and used by Sebeok to refer to, as Buckland (2000) 
stated “... anthroposemiotics (the study of human signs) (which) does not cover 
zoosemiotics (the study of animal communication), although both are united under 
biosemiotics (the study of communication generated by all living organisms)” (p. 6).
In Clarke (1990), Sebeok was quoted as saying “Man's total communicative 
repertoire consists of two sorts of sign systems; the anthroposemiotic, that is, those that 
are exclusively human, and the zoosemiotic, that is, those that can be shown to be the end 
products of evolutionary series” (p. 152).
Sebeok’s inclusive approach to semiotics was echoed by James Wilce (2003) who
said
But the study of “meaning” need not entail the study of “symbols” - those 
particular signs.. .that human groups use, quite arbitrarily, to represent whatever 
they are felt to designate. “Symbols” represent one semiotic phenomenon, one 
that is irrelevant to large swaths of the universe we inhabit, despite its relevance 
to human language (p. 5).
Sebeok, Wilce, and others broadened the study of semiotics but acknowledged 
that human signs and symbols, named anthroposemiotics, were a legitimate sub-set of 
semiotics. It was this supported broadening of the term that required the inclusion of 
Sebeok in this study. It is his unequivocal inclusion of human semiotics that affirmed the 
other theorists such as Umberto Eco who were included herein.
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Umberto Eco. Bom January 5,1932 in Alessandria, Italy, Umberto Eco became a 
Professor of Semiotics at the University of Bologna in 1971, five years before the 
publishing of his first major work on the subject, A Theory o f Semiotics. According to 
Robert Wilkinson (1996), Eco renewed the science of semiotics and made it into "a new 
paradigm for philosophy" (p. 211).
Keir Elam (2002), semiotician and Professor at the University of Florence, said of 
Eco “In addition to...Peirce (1931-58) and Saussure (1915)...The most ambitious attempt 
at a general theory of semiotics is Eco (1976), largely Peircean in outlook but drawing 
widely on linguistics, logic and information theory” (p. 222).
Warren Buckland (2000), an instructor at Chapman University, wrote that “Eco 
was one of the first semioticians to study the image successfiilly in terms of codes; that 
enabled him to define its apparent analogical (nonsemiotic) nature" (p. 28).
Stephen H. Daniel (1994) referred to Eco saying “The invention of a metaphor, as 
Umberto Eco notes, relies on the process of unlimited semiosis whereby language 
constitutes "a multidimensional network of metonymies" (p. 27). The use of the word 
“metonymies,” (from the word metonymy meaning replacing a contained element or 
feature Ifom something in place of the object’s real name) fit with foundational sign 
theory Ifom Poinsot and Saussure. It also connected with D.S. Clarke’s (1990) reference 
to Eco who Clarke said expressed the opinion that context providing an environment 
where signification can be birthed is required for communication to happen.
Note what Eco (2005) wrote in ajournai article Innovation & Repetition about 
metonymy as metaphor. “It is not by chance that modem aesthetics and modem theories 
of art.. have fi*equently identified the artistic message with metaphor. Metaphor. ..is a 
way to designate something by the name o f something else (italics added), thus presenting
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that something in an unexpected way” (p. 1). Again the emphasis was placed on the 
interpretation of the sign which is representative of something else. In the email subject 
line discussion, it is the recipient’s assignation of the meaning of the metonymy that 
establishes its value and, thereby, determines whether or not the recipient will respond by 
opening the email.
Jean-Michel Rabate (1995), University of Pennsylvania Professor, said of Eco in 
a The Romantic Review journal discussion
Eco admits that the "ideal reader" of the Wake might be described as a 
"deconstructionist reader" for whom texts are inexhaustible, for whom any true 
interpretation is a creative misprision, and in short for whom there can only be an 
"infinite series of original re-creations" (LI, p. 148). This is a temptation one has 
to resist, says Eco, who returns to the idea that all interpretations are not equally 
valid (p. 1).
Rabate (1995) followed Eco’s line of thinking when he expressed that meaning 
will be determined by the reader in grasp of the context within which the message is 
expressed. This was a thought somewhat in the same vein as Barthes’ concept of the 
death of the author.
Eco’s theories raised further questions around the subject of this study. How did 
his emphasis on “context” apply to or affect the recipient’s interpretation of the word- 
signs used in an email subject line? How did the metaphor/metonymy affect that 
interpretation?
Though Umberto Eco is representative of contemporary thought on semiotics, this 
study considered four other living 20* and 21^ century contributors to the study and 
critique of semiotics. Those were Pierre Guiraud, F.W. Galan, Daniel Chandler, and
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
Semiotic Content in Email Subject Lines 29
Petros Martinidis.
Pierre Guiraud. "Two of Saussure’s followers who have developed his ideas have 
been Pierre Guiraud (1975) and Roland Barthes (1968, 1973)" (Fiske, 1990, p. 52).
Edwards and Spector (1991) addressed University at Marseilles faculty member 
Guiraud’s expression of Saussure’s “signifier” and “signified” when they said “the fullest 
articulation comes in critics like Pierre Guiraud, who finds an equivalence (italics added), 
if not an identity, in the key terms amar, trobar, and chantar. Love, song, and poetic 
making thus designate the same act” (Edwards & Spector, 1991, p. 8). The key terms in 
this Guiraud quote are equivalence and designate. To Guiraud’s thinking, the three 
different word examples have been granted equivalency and can be designates one for the 
other within the process of interpretation.
Janet Langlois, (1983) in ajournai discussion of semiotic systems, further 
exemplified the “signifier” and “signified” concept through the use of a Guiraud 
illustration of the relationship between city street organization and dwellers sign 
perception. “Pierre Guiraud has pointed out the spatial signification of urban 
demography. He says simply, 'The division of cities into districts and streets forms 
another sign system" (p. 183). She further stated that “Academic interest in city dwellers' 
cognitive maps possibly comes fi’om just this recognition that people learn "ahout the 
meaning of locations, about what is expected to go on where and who is expected to be 
doing it" (p. 183). Similarly, through repeated application of stimuli, email recipients 
leam about the meaning of word-signs and what is expected of and by them.
Guiraud’s emphasis was on the Saussurean “signifier” and “signified. Guiraud’s 
contemporary, F.W. Galan, however, evaluated the art form of cinema as reflective rather 
than representative.
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F. W Galan. Galan (1985), author of Cinema and Semiosis contrasted the semiotic 
of cinema with that of literature and other art forms. In Clarke (1990), Galan was quoted 
as saying “in literature.. .the elementary materials are signs that stand for or signify 
people and things, in film the elementary materials are the people and things themselves” 
(p. 146). Galan believed that an author’s task was to create terms that represented things 
but that in film, the world of things was simply reflected though with reality organized by 
the filmmaker. As stated earlier, Galan was saying that cinema, to some degree, bypasses 
Saussure’s signifier and signified and simply acts as their reflection. He justified this 
presumption by saying “Jakobson could assert, as did Tynjanov before him, that "It is 
precisely things, visual and auditory, transformed into signs (italics added), which are 
specific material of cinematic art” (Clarke, 1990, p. 147). In an email scenario, Galan and 
possibly Chandler would have contrasted the signs contained in the subject line with the 
reflected reality of the html image.
Daniel Chandler. Chandler, a University of Wales instructor and self described 
“visual semiotician,” followed the discussion of Galan well because of a common interest 
in film. Chandler (2002), author of Semiotics: The Basics, buüt his text along side 
theorists such as Eco, Percy, and Barthes when he said “in this text 1 have confined 
myself to human semiosis" (p. xvi) and “we [humans] are surely homo significans - 
meaning-makers. Distinctively, we make meanings through our creation and 
interpretation of'signs’” (p. 17).
In his web page. Chandler expressed a belief that the interest in semiotics is due to 
the shortcoming of Shannon-Weaver type communication theory in which there is “little 
allowance for the nature of the medium.. .the message, [or] the structure of the text for 
the social context in which people make sense of the text [and] semiotics arose partly as
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one kind of response to [those] inadequacies" (2006). Chandler (2002) seemed to believe 
that semiotics is such a large area of study that no single study can adequately describe it. 
He says “there is remarkably little consensus among contemporary theorists regarding the 
scope of the subject” (p. xvi).
Strinati (2004) emphasized Chandler’s soeial context reference when he asked 
“How can we know that a bunch of roses signifies passion unless we also know the 
intention of the sender and the reaction of the receiver, and the kind of relationship they 
are involved in” (p. 112)? This was the question that directly applied to the question of 
this study. What is the intention of the email sender? What is the understanding or 
interpretation of the recipient and what is the relationship between sender and recipient? 
What is the form of the communication?
Petros Martinidis. Comments fi’om architect, instructor, author, and semiotician 
Petros Martinidis explored the view that “artistic forms must be interpreted relative to a 
discursive background.. .we ean interpret the "meaning" of a pieee of arehitecture only 
relative to the verbal descriptions used to describe it” (Clarke, 1990, p. 148). From 
Martinidis’ perspective, the spoken words “ehurch” and “warehouse” generated different 
mind pictures even though both described a building. The mind pictured the words 
differently.
Martinidis brought a diseussion of the context of significations that “can only 
‘work’ within the frame of a society, with its habits, rites, values, and verbal evaluations” 
(Clarke, 1990, p. 148), a concept echoed by Barthes, Chandler, Eeo, and Perey. 
Martinidis’ theories called for the email sender to understand the signification contexts 
and the mind pictures generated by the subject line reader.
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Summary. The study of semiotics originated with the 17* Century writings of 
John Poinsot and continues through today. Figure 2, a comparative representation all of 
these individual theories with synopses of key theoretical elements from each of the 
select 13 semiotic theorists is followed by a brief discussion of each.
Figure 2. Summary of each of the select threorist’s elements of theory.
Theorist Era Career Key elements of theory
Poinsot 1600's Theologian A sign is that which represents some thing other than 
itself to a knowing power
Peirce 1800's Logician The sign stands for its object referred to an idea 
A thought is a sign without meaning until interpreted
Saussure 1800's Linguist Signs express ideas in relation to other signs 
Anthropocentric -  excludes natural and subhuman 
signaling systems
Jakobson 1900's Linguist Language is a sub set of sign theory 
All arts are linked to signs
Morris 1900's Philosopher Signs are within the context of behavior and refer 
only to publicly observable stimuli and responses 
Signs predispose the recipient to respond when 
future stimuli are reapplied
Barthes 1900's Critic The author dies to meaning 
Interpretation comes from the reader
Percy 1900's Author Semiotics -  science of signs and creature use 
Naming phenomenon confers reality on 
named/namer 
Affirmation requires a namer and a hearer
Sebeok 1900's Linguist Signs exist in human, subhuman, and natural settings 
Anthroposemiotics a sub-set of semiotics
Eco 1900's - 
Current
Semiotician Metonymy -  replacing an element from something 
else in place of its real name 
Metaphor -  designate something by the name of 
something else
Guiraud Current Linguist Signs require intentionality
Words can be designates one for another
Galan Current Critic Film signs reflect reality vs. replace reality
Chandler Current Instructor Humans are meaning makers
Make meanings through sign creation/interpretation
Martinidis Current Architect Artistic forms can only be interpreted with a verbal 
description
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Poinsot theorized that a sign is simply that which stands for or represents some 
thing other than itself to an intelligent being. Peirce and Saussure expanded the theory 
beyond a thing focus to include thought, ideas, and other signs. Saussure introduced the 
triadic idea of the “signifier” (the sign), the signified (the object), and, by implication, the 
human who used the signifier to indicate the signified. Jakobson emphasized language 
but stressed that it was a subset of semiotics as were arts, a concept that feeds into the 
ideas of architect Martinidis. Morris, a philosopher, expressed a belief that signs must be 
only observable stimuli and that reapplication of the stimuli would result in recipient 
response. Percy, Guiraud, and Chandler emphasized the Saussure-implied requirement of 
human intentionality. 20**" Century semiotician Umberto Eco seemed to be restating key 
elements of Saussure by a focus on metonymy or metaphor as a way of describing the 
expression of semiotic. The broadening of semiotics or use of signs to the inclusion of 
subhuman and natural settings and the perception of film communications as reflective 
instead of representative were theories promulgated by Sebeok and Galan respectively.
What then, is the applicability of these theories to this study’s question?
If a speaker’s word is a sign that brings meaning into the mind of the hearer with a 
resultant response, there may be a connection between the words in an email subject line 
and a recipient’s decision whether or not to open the email.
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CHAPTER III 
Methodology
Study Design Overview
The company (The Company for reasons of confidentiality) whose email efforts 
were studied is a national chain specialty-retailer who operated fewer than 500 brick and 
mortar stores and a web-based “store.” At the time of this study, The Company’s 
marketing approach relied primarily on direct-to-customer advertising from catalogs, 
several different formats of postal mailings, telemarketing, and commercial emails. Each 
advertising element was designed for the principle purpose of driving business to the 
brick and mortar stores. This study focused solely on email advertising.
Between January, 2006 and mid-July 2007, The Company sent 219 emails to 
various segments of its database. Some went to the entirety of the active customer 
database but most were sent to specific market and/or category segments. The quantity of 
email addresses for each email campaign ranged from 196 to 673,529. Of the 219 emails 
sent, 61 went to virtually the entire database, segments o f400,000 or more. Of the 
remaining 158 emails, 90 were sent to market segments of 100,000 to 399,999, 32 to 
more highly defined segments of 10,000 to 99,999, and 36 to micro-segments of 9,999 or 
less. The average email campaign went to 286,326 email addresses.
The study was designed to consider the research questions stated at the outset.
Was there a demonstrable relationship between the word-driven symbolic (semiotic) 
content of the subject lines in a series of The Company’s commercial emails and the 
percentage of those emails that were opened by the recipients? If so or if not, what did 
semiotic theories contribute to the explanation of the recipient response?
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The method selected to attempt to answer these questions was a case study of the 
aforementioned 61 entire-database emails sent by The Company over an 18 month period 
to a national cross section of its customer base. As stated earlier, each email was 
delivered to not less than 400,000 and not more than 675,000 unique email addresses.
Neal Rogness of the Grand Valley State University Statistical Consulting Center 
provided guidance in factor selection processes and did the statistical analysis for the case 
study. The specific rationale used for selection is discussed under Case Boundaries and 
Unit o f Analysis which follows.
Case Boundaries and Units o f Analysis
Boundaries. The emails that were analyzed were 61 of The Company’s mass 
emails, each of which contained a subject line and were delivered to not less than 
400,000 customers in The Company’s email database between January 1,2006 and July 
13,2007. While The Company sent a total of 219 mass emails during that time fi*ame, 
those that were to quantities of less that 400,000 were sent to specific categories of 
customers based on considerations including market segments, previous product category 
buying behaviors, and special event attendance. Those emails sent to 400,000 or more 
were delivered to the broadest cross section of The Company’s customer database. For 
the study it was presumed that the broadest cross section would deliver the most accurate 
picture of typical customer response.
Since the study was striving to analyze the effect of a demonstrable relationship 
between the word-driven symbolic (semiotic) content of the subject lines and the 
percentage of those emails that were opened by the recipients, the determination was 
made to identify a descriptive category and then identify words used in the subject lines 
that had that connotation (Appendix C). The word selection process was admittedly
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subjective but the words selected were those that connoted “relationships” as agreed upon 
by several members of The Company’s Marketing Department who had involvement in 
email subject line copy. Supporting this decision was the fact that “relationships” was a 
concept that executives of The Company had vocalized as being important to its 
customers.
Units o f Analysis. The index which was measured was the percentage of delivered 
emails that experienced a deliberate “open” action by the email recipient, an action 
referred to as the “Open Rate.” Open rate data statistics were generated by The 
Company’s email service provider who used its delivery system technology to determine 
actions taken by the recipient including when an email was opened.
Specific individual words connoting relationships, as discussed in the preceding, 
were the units of study from the subject lines themselves (Appendix C).
Sources and Analysis Plan
Sources. The emails were those sent by The Company to its email database of 
customers who had “opted-in” to receive email messages fi-om the company. The open 
rate data were provided weekly by The Company’s email service provider in partnership 
with The Company Webmaster. The statistical analysis was provided by Neal Rogness of 
the Statistical Consulting Center of Grand Valley State University, a 23,464 student 
public university chartered by the State of Michigan in 1960.
Analysis Plan. For this study, the measurement that was considered was the open 
rate in 61 of The Company’s mass emails delivered between January 1,2006 and July 13, 
2007. As discussed in the preceding Boundaries section. The Company sent a total of 219 
mass emails during the time jfiame. However, those that were sent to quantities of less 
than 400,000 were sent to special categories of customers while those sent to 400,000 or
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more were delivered to the broadest cross section of The Company’s customer database.
It was presumed, after discussion with the Grand Valley State University Statistical 
Consulting Center, that the broadest cross section would deliver the most accurate picture 
of typical customer response.
According to Sally McGhee (2005), the determination whether or not to open an 
email is predicated first on recognition of the sender name and secondly on the content of 
the subject line. Since the recipients had “opted-in” (agreed) to receive emails from The 
Company and would recognize The Company name, the first decision made was to 
analyze the response rate based on subject line content, the next most likely cause of 
email open rates.
Analysis of the subject lines began by chronologically listing all The Company 
emails sent from January 4, 2006 through July 13, 2007 (Appendix A). This list included 
the entire subject line for each email.
Secondly, a list of all words used in these subject lines, including frequency of 
usage, was created (Appendix B).
Thirdly, words that were judged to connote the symbolic value of the term 
“relationships” were identified and flagged. These included words like welcome, 
acquainted, appreciation, mother, father, the recipient’s name, and so forth. A total of 45 
words were selected (Appendix C).
The open rates of the emails containing these 45 words and those without those 
words were then compared. The variance in open rates was subsequently studied in light 
of the semiotic theories review in the preceding pages.
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Defining Findings
Objective: The objective of this study was to determine if there was a 
demonstrable relationship between the word-driven symbolic (semiotic) content of the 
subject lines in a series of The Company’s commercial emails and the percentage of those 
emails that are opened by the recipients, and, if so or if not, what do semiotic theories 
contribute to the explanation of the recipient response.
Findings Determinants: It was determined that the open rate was the critical 
indicator of the effectiveness of the email subject line because The Company believed 
that no email-driven purchase response can be accurately measured until the recipient 
opens the email and responds to the olfers contained therein. It was also determined that, 
if a relationship between the recipients’ perceived meanings of the terms within the 
subject line and the open rates of the emails could be shown, subject lines for future 
emails could be modified to increase open rates.
As a result of those determinations, it was decided to evaluate email subject lines 
and open rates focusing on 61 (of 219 total) emails that had been delivered to 400,000 or 
more addresses. Since The Company leadership team had expressed its opinion that the 
concept of relationships was important to its customer base, the evaluation compared the 
open rates of those emails that contained words with the connotation of “relationships” 
with those without those connoted words. The “relationships” words were determined, 
from a list of all words used in the 219 emails, by several members of The Company’s 
Marketing Department who had involvement in email subject line copy.
Statistical Test. If the emails with the connoted terms, when compared to those 
without, were shown to demonstrate at least an open rate variance of .052 percentage 
points (4% increase over the existing 13.0043%) within a 95% confidence level. The
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Company would presume that the connoted terms had sufficiently contributed to 
increasing open rates to warrant further studies on specific connotation potential. The 
Grand Valley State University Statistical Center recommended doing independent 
samples testing which compared the open rates mean scores of the connoted terms list 
with those of the non-connoted terms list (t-test). This was combined with a Levene’s test 
which tested the equality of variances between the same two samples.
Validity and Reliability
The data for this study were selected and analyzed by the Grand Valley State 
University Statistical Consulting Center and the results can be depended upon as 
statistically significant. The results were believed by the author to give a general 
indication of what relationships could or should be considered for further study.
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CHAPTER IV 
Descriptive Data about the Case 
Logic Linking Data to Study Question
The email marketing effort that was studied exhibited approximately 674,000 
active addresses, frequency of about four email messages per month to the average 
recipient, an unsubscribe rate of less than one percent of the opened emails, and an open 
rate range of 55.7 percentage points (8.1-63.8%). It ean be considered to be medium­
sized with a tolerant and stable address base and a volatile open rate. Initial review of all 
emails indicated that audience selection is the principle variable for opening the email 
followed by subject lines. Narrowing the study group to only those emails delivered 
nationally to 400,000 or more addresses eliminated the wide-swing volatility associated 
with more highly defined groups. Included as examples of highly defined groups were 
geographic market campaigns, groups selected because of specific category buying 
behaviors, or local special events. The selected study group focused in on broadly cross 
sectional general marketing messaging with an open rate percentage point range of only 
5.8. This narrowed group was determined to be closely representative of The Company’s 
total customer base and provided a stable data base against which to apply a logical study 
of the words and concepts contained in the subject lines and the semiotic 
principles/theories that may be exemplified therein.
Information Analysis
Table I, also found in Appendix D, shows the statistical data fi-om the 61 emails 
discussed herein. The 16 emails which contained the ‘relationship” connoted words in the 
subject line experienced an open rate of 13.8579% while the 45 without the connotation 
experienced an open rate of 13.0043%, a 6.2% variance.
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Table I
Statistical Data from the 61-email Analysis Set
Group Statistics
Relation Track N Mean Std. Deviation Std. Error Mean
PctOpen 0
1
45
16
13.0043
13.8579
1.34667
1.53779
.20075
.38445
Independent Samples 
Test
Levene's Test for Equality of 
Variances
F Sig.
PctOpen Equal
variances
assumed
Equal
variances not 
assumed
.736 .394
Independent Samples 
Test
t-test for Equality of Means
t-test for 
Equality of 
Means df Sig. (2-tailed) Mean Difference
PctOpen Equal
variances
assumed
Equal
variances not 
assumed
-2.098
-1.968
59
23.695
.040
.061
-.85359
-.85359
As seen in Table 1, the Statistical Center ran a Levene’s Test for Equality of 
Variances to ensure that dependent variable distribution for the connoted terms list had 
the same variance as the distribution for the non-connoted terms list. Levene’s indicated 
that the variances within the open rates were approximately the same for each set of 
emails. Since that was the case, a presumption of equality of variances was evidenced. 
With the homogeneity of variances assumption from Levene’s, the top line of the t-test 
for Equality of Means indicated that the “relationship” connoted emails generated, with a 
4% margin of error, an open rate .85359 percentage points (6.2%) higher than those 
without the connoted words.
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Interpretation o f Findings
Because of the response rate variance reflected, it appeared that a word or words 
within the subject line of The Company’s email may have been, as opined by Saussure 
and other of the theorists discussed previously, a sign that brought meaning into the mind 
of the recipient and prompted a response. The homogeneity of variance and normality 
assumptions shown were indicative of a probable connection between the subject line 
signs viewed by the recipient and the recipient’s decision to open the email.
While initial interpretation of the statistical results reflected above led to a 
recommendation to the marketing leadership from The Company that the email subject 
lines should be made increasingly relational in content, the next step was to analyze the 
results in light of semiotic theories to determine what understandings can be gained that 
can guide the company’s strategic and tactical processes going forward. Several 
questions were developed.
Why did the results indicated in Table 1 occur? Is the credit really to be charged 
to the word-signs used in the subject line? Is there a change in the meaning perceived by 
the arrangement or the quantity of words in the line? How may the context and/or the 
perceptions of their reader have contributed to the responses noted?
The connotation word-signs in the 16 most successful emails have been described 
in preceding paragraphs as “relationships.” Some of the words that were selected as 
indicating relationships included thank, us, your, family, renewing and join. What about 
these words made a difference in open rates?
Saussure, Barthes, and Percy have expressed opinions that may help an 
understanding to develop. Part of the discussion from each of these semioticians is the 
concept of the signifier, the sign, and the signified, the object along side of which the sign
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is laid. In this study, the subject line terminology acted as the sign and the product, 
resource, and/or opportunity, an other sign contained within the email body, is the 
signified. If it was presumed that is the case, what then causes the recipient to desire to 
move fi’om the signifier to the signified and, perhaps as importantly, what constrains the 
recipient fi’om a desire to move?
In the essay Naming and Being fi’om Sign-posts in a Distant Land, Percy (1991) 
discussed the phenomenon that takes place when a father names a round object a ball to 
his 2-year old son. Like Pavlov’s dogs, the son begins to retrieve the ball when he hears 
the word. At some point, however, the son realizes that this is a ball. He and his father, 
the namer, have come to an agreement on what this object is and the son’s world is no 
longer just retrieving the ball. He now sees the ball as a benefit. It is something that he 
and his dad can toss back and forth (though still instinctive behavior). In itself the ball 
also becomes a point of study. He thinks, “If 1 place my fingers around the ball in such 
and such a fashion, when I throw it, I can make it go straight, in a curve, dip, or go really 
fast.” It also, as Percy says, becomes a catalyst for other somewhat unrelated questions. If 
“this is a ball.. .what is this here and what is that over there” (p. 133)? There is a 
seemingly human-only sense of inquisitiveness that arises when a naming has taken place 
with the requisite affirmation by another. With this subject line study, when the company 
named the “ball” by virtue of the composition of the subject line, did the recipient, the 
hearer, affirm the naming by opening the email? Was it possible that the recipient joined 
with the namer in engaging in the inquisitiveness that results in opening the email, 
pursuing the issue further? The answer to both questions could be “yes” but that is 
contingent on the relationship that either exists or may occur between the namer and the 
hearer. In order to engage the hearer, it would seem that the namer must act in a way as
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to, as appropriate, either initiate or maintain a relationship. While simply naming the ball 
may work in some pre-existing trust-founded relationships, such as Percy’s father-son 
example, it would not seem to be sufficient in a situation where no relationship currently 
exists or where the relationship is tenuous. If it is presumed that Percy’s theory on 
naming is viable, how could the namer engage the hearer in a way that would increase the 
likelihood of engagement, of affirmation?
In Bennet (2005), Roland Barthes was quoted as saying, “We know now that a 
text does not contain a single “theological” meaning (the “message” of the Author-God) 
and declaring that once the author has been removed, the claim to decipher a text 
becomes quite futile” (p. 5). Bennet classified this as “anti-intentionalism” and it may 
well have been. Using Barthes ideas as a filter for Percy ideas could propose the 
possibility that what the author intended may not be what the reader understands. This 
could be applied to this study in the sense that, over-simplified, it does not matter what 
the namer says in the subject line. It only matters what the hearer reads, sees, and affirms. 
This then would have said that the subject line author (namer) maximizes recipient 
(hearer) hearing/affirming by understanding the hearer’s perspectives. The namer, 
because of his or her understanding of these perspectives, voluntarily releases the 
meaning of the subject line content into the control of the hearer. Barthes would have 
labeled this as an example of the namer dying into the name. Using Saussure thought as a 
filter, this could be rephrased to say that the value of the signified requires that the hearer 
define the signifier through the freely-waved hand of the namer.
There are those who would say that this is just a demand for better customer 
research/understanding so that the right words can be used to manipulate Pavlovian 
responses. That is possible. However, if Percy, Barthes, and Saussure are correct.
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ongoing engagement comes from a trust relationship in which the namer and the hearer 
have agreed to the naming of the signified. Similar to the father and child in the Percy 
story, that engagement-affording relationship has been built to the point where both the 
namer and the hearer trust the other.
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CHAPTER V 
Conclusions and Recommendations 
Conclusions and Implications o f Findings
In order for The Company to maximize open rates on its email marketing 
campaigns, it must build a trust relationship with its email recipients. Strong relationships 
are built on trust and, according to a 2001 article in the Journal o f Managerial Issues by 
Gassenheimer and Manolis, trust comes from mutual understanding. This situation is no 
exception. The Company must come to understand and trust the customers to the point 
that the customers come to trust the understanding of the company through increased 
quantity and quality levels of engagement. Singer (1984) expresses observations that may 
be helpful as the company presses forward in developing its email communications 
systems.
Drawing on Morris's definition of semiotics as a science of signs, their meanings 
or designata, and the sign users, Greenberg accepts Morris's threefold division of 
semiotics into syntactics, semantics, and pragmatics in terms of three different 
levels of abstraction.. .Pragmatic analysis is at file least abstract level, since it 
includes the sign users. Although the point is not always explicitly made, 
pragmatics presupposes syntactics and semantics, if only because Peirce's 
definition o f a sign as an irreducible triadic relation o f sign, object, and 
interprétant (italics added) cannot be interpreted in pragmatic terms without 
including the relations of signs to signs, of signs to objects, and the relations as 
well o f signs to their interpreters (italics added) (p. 24).
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The key it would seem, and as stated within the writings of Singer, Morris, 
Saussure, Barthes, Eco, and Percy, is the “relations of signs... to their interpreters” (p.
24).
Suggestions for Further Research
Overall, The Company would be well served to design and implement surveys of 
its email recipients to determine their needs and, by responding to findings, to 
demonstrate a level of understanding of and de facto trust in the customers. Tests should 
be designed to give the company a clearer understanding of formats and techniques that 
recipients find most beneficial.
Specifically, The Company should finther investigate the relationship terms 
examined herein to determine if combinations of terms paint a different picture in the 
minds of the recipients than do the individual words. Further deprivation studies could be 
done to verify the findings within the primary group.
The temptation for The Company and for companies in general is to take 
examination findings, obvious on the surface, as “gospel” and to shape their strategies 
accordingly. The Company needs to dig further into responses.
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1/04/06 637,301 90,825 14.3% Resources for Your Renewal
1/05/06 1,333 299 22.4% Save up to 75% at The Company
1/05/06 3,023 763 25.2% Save up to 75% at The Company
1/05/06 29,295 5,692 19.4% Solve the Mystery of Ministry
1/09/06 300,196 47,971 16.0% Hear & Now Free 2 CD Sampler
1/13/06 648,400 81,216 12.5% Celebrate Martin Luther King Jr. With Great 
Savings
1/16/06 385,671 77,452 20.1% Personalized, Your Time for Renewal
1/19/06 22,406 4,574 20.4% Frank Peretti’s The Visitation Coming To A 
Theater Near You
1/19/06 298,916 44,568 14.9% Join Us at the Winter Jam 2006 Tour 
Spectacular
1/23/06 644,743 87,963 13.6% Renewing Your Family’s Spirit
1/27/06 11,054 1,571 14.2% VBS Workshops With The Company
2/01/06 663,882 92,995 14.0% Join Us On A Girls-Get-A-Way Trip to the 
Bahamas
2/02/06 1,146 190 16.6% The Company Has A New YO Location
2/02/06 6,317 1,027 16.3% The Company Has A New TA Location
2/03/06 662,511 79,411 12.0% Get The New VT & New Music at The 
Company
2/07/06 662,287 87,113 132% Pre-Buy Disney’s The Chronicles of Namia 
the Lion The Witch and The Wardrobe
2/09/06 13,626 1,775 13.0% Join The Company at our new TC location
2/09/06 660,268 83,762 12.7% Free DaySpring Cards at The Company
2/14/06 392,449 50,972 13.0% February Book Selection from The Company
2/16/06 609,601 74,348 12.2% Presidents’ Day Savings at The Company
2/21/06 303,533 41,962 13.8% New Music From $9.97 at The Company
3/01/06 390,188 51,562 13.2% This Easter Become Better Acquainted with 
the Christ of Easter
3/03/06 3,042 928 30.5% The Company Our FC location is closing
3/03/06 108,452 17,749 16.4% Free Music from CC & The Company
3/06/06 653,856 79,743 12.2% Big Music Savings at The Company are 
Ending Soon
3/09/06 229,358 27,827 12.1% Pre-Buy Savings on new VT from The 
Company
3/13/06 646,172 74,296 11.5% Save 33% On Framed Art at The Company
3/16/06 1,348 215 15.9% Join The Company for a Church Leaders 
Weekend
3/21/06 228,705 33,053 14.5% Easter Fun for Kids at The Company
3/22/06 9,623 1,447 15.0% Save 50% at DT Area The Company
3/28/06 291,647 37,147 12.7% Save on NEW musie from MM and MORE at 
The Company
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3/30/06 646,882 81,466 12.6% Your LAST CHANCE to PRE-BUY & Save 
On Namia
4/03/06 10,219 1,306 12.8% A Great Selection of VBS Materials at The 
Company
4/04/06 382,614 50,287 13.1% Find the book that could change your life at 
The Company
4/05/06 2,170 456 21.0% Great Savings at your local The Company
4/05/06 3,132 720 23.0% Great Savings at your local The Company
4/11/06 230,456 28,099 12.2% The NEW Kids’ Video BTGBND
4/12/06 887 127 14.3% Visit Our New The Company Location and 
save
4/12/06 2,166 455 21.0% Visit Our New The Company Location and 
save
4/12/06 2,272 410 18.0% Visit Our New The Company Location and 
save
4/13/06 650,902 84,377 13.0% Easter Greetings From The Company
4/17/06 636,976 80,861 12.7% Personalized Your Chance to Save 20% at The 
Company
4/20/06 158,808 16,534 10.4% Last Chance for Pre-Order Savings on the 
New MM CD
4/20/06 227,617 32,325 14.2% Faith Centered Fun for Kids at The Company
4/24/06 3,099 752 24.3% Save Up To 75% at The Company
4/26/06 1,662 386 232% Save Up To 75% at The Company
4/27/06 633,283 88,809 14.0% A Very Special Mothers Day Offer
4/28/06 1,363 274 20.1% Start Saving at Our New The Company
5/01/06 3,142 759 24.2% Save Up To 75% at The Company
5/02/06 374,739 45,389 12.1% Spring Reading Picks at The Company
5/09/06 628,639 77,163 12.3% Bag-a-Bargain Savings at The Company
5/15/06 624,237 75,927 12.2% FREE Shipping and 50% Off Savings at The 
Company
5/22/06 1,626 350 21.5% Save $10 at GM Area The Company
5/23/07 221,007 26,340 11.9% Save On Kids Fiction & More at The 
Company
5/25/06 3,097 694 22.4% Save $10 at The Company locations
5/25/06 586,137 78,274 13.4% Personalized Save 33% This Weekend at The 
Company
5/30/06 284,673 35,391 12.4% Summer Music On Sale at The Company
5/30/06 334,477 32,478 9.7% Last Chance to receive 99 cent shipping
6/06/06 365,689 44,634 12.2% Books On Sale & FREE Framed Art at The 
Company
6/12/06 651,957 80,651 12.4% Save Up To 40% 50% at The Company
6/13/06 2,233 307 13.7% Save 30% at The Company in HA
6/14/06 2,146 373 17.4% Save 20% at The Company in LC
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6/14/06 55,806 7,905 14.2% $9.97 CD Sale One Day Only at The Company
6/19/06 656,329 78,935 12.0% Save 50% or MORE at The Company
6/21/06 233,637 28,770 12.3% Great Savings & Products for KIDS at The 
Company
6/27/06 300,983 35,076 11.7% New Musie From S & 40% Savings On Select 
CDs
6/30/06 651,787 84,267 12.9% The Company Independence Day Sale 5 Days 
Only
7/05/06 379,497 45,197 11.9% New Books & Great Savings At The Company
7/6/06 15,280 2,223 14.5% Come visit the two new The Company in Cl
7/11/06 235,862 30,830 13.1% Pre-Buy Specials on Kids’ Products at The 
Company
7/13/06 10,386 1,070 10.3% Join MS At the IF Benefit Concert
7/17/06 662,457 78,700 11.9% Summer Savings at The Company End 7/22
7/18/06 2,122 428 20.2% Visit LC newest The Company
7/19/06 14,945 2,102 14.1% Visit the Grand Opening of Cl’s two newest 
The Company
7/20/06 629,541 83,031 13.2% The Company Customers Can Save $100.00
7/24/06 643,640 72,597 11.3% Save 20% On Your Entire Purchase At The 
Company
7/27/06 245,045 33,286 13.6% The Company Presents the LB Spectacular on 
7/29
7/28/06 164,282 19,136 11.6% Musie From $7.97 And Pre-Buy Specials 
From The Company
8/01/06 385,212 49,509 12.9% Great Books on sale now at The Company
8/02/06 34,409 4,818 14.0% Join Us In AG for the Catalyst Conference
8/08/06 247,446 34,954 14.1% Select Kids’ DVDs On Sale For $5.00 at The 
Company
8/15/06 312,824 41,856 13.4% The Company Pre-Buy Specials On New 
Music
8/16/06 5,177 700 13.5% Career Opportunities at The Company
8/16/06 29,335 3,228 11.0% Career Opportunities at The Company
8/17/06 630,955 68,549 10.9% Get Away From It All With A Premier Cruises 
Vacation
8/18/06 26,691 2,947 11.0% Meet Legendary Sportscaster Pat Summerall at 
The Company
8/21/06 644,504 76,637 11.9% Summer Savings End Soon at The Company
8/22/06 9,703 1,016 10.5% Join MS at the JF Benefit Concert
8/24/06 294,879 32,143 10.9% Save On The Latest fiom Salvador at The 
Company
8/25/06 2,278 284 12.5% Career Opportunities at The Company in FNC
8/28/06 16,788 2,284 13.6% Save at our new The Company Cl area 
locations
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8/31/06 296,089 49,226 16.6% It’s a Party A Concert A Fellowship A Blast
9/05/06 243,585 30,862 12.7% Great Savings On Cool Stuff for Kids at The 
Company
9/07/06 85,205 9,015 10.6% The best Christian music videos on the new 
Gospel Music Channel
9/07/06 94,939 10,750 11.3% The best Christian music videos on the new 
Gospel Music Channel
9/08/06 4,574 583 12.7% Start Your Exciting Career with The Company
9/12/06 381,401 47,880 12.6% New Books at The Company
9/14/06 9,900 1,398 14.1% Meet Dr. Phil and Robin McGraw at The 
Company PP
9/18/06 631,508 75,998 12.0% Save 40% on select Music and MORE at The 
Company
9/19/06 326,157 40,370 12.4% See You At The Pole! Sept. 27® 2006
9/20/06 17,009 2,775 16.3% FoxFaith & The Company FREE Movie 
Preview Nights
9/21/06 293,611 32,066 10.9% Ending Soon: Great pre-buy offers at The 
Company
9/25/06 629,266 81,081 12.9% Ministry Appreciation Month at The Company
9/27/06 297,918 37,495 12.6% Great New Music On Sale at The Company
9/28/06 161,637 17,683 10.9% Get the latest fix>m author P Y
10/03/06 377,813 45,599 12.1% Christian Fiction books on sale for Fall at The 
Company
10/04/06 207,861 26,671 12.8% A FoxFaith movie coming to a movie theater 
near you
10/05/06 627,141 81,810 13.0% Save 33% off ANY Item! One day only at The 
Company
10/10/06 234,009 32,495 13.9% Fall Savings On Kids’ Products at The 
Company
10/12/06 446,791 61,197 13.7% For a limited time FoxFaith movie tickets on 
sale for $4.00
10/16/06 628,216 81,995 13.1% Take Advantage of 99 Cent Shipping! For a 
LIMITED time at TheCompany.com
10/19/06 238,701 33,900 14.2% Come to VT CAMP GIDEON at The 
Company
10/23/06 623,836 79,032 12.7% Prepare Your Heart for Christ at The Company
10/25/06 208,010 24,356 11.7% Take the Family
10/31/06 297,743 39,163 13.2% Great New Music From The Company On 
Sale Now
11/01/06 40,959 4,644 11.3% Introducing LP Enhanced... Take an 
additional 25% off every day!
11/02/06 3,534 419 11.9% Get the latest from Riek Warren at The 
Company
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11/06/06 615,718 75,255 12.2% Bag-a-Bargain Savings End SOON at The 
Company
11/07/06 14,119 2,127 15.1% Join us for a FREE preview of The Nativity 
Story at a theater near you
11/08/06 362,057 41,435 11.4% Save On The Latest Book Titles At The 
Company
11/13/06 612,332 77,985 12.7% 99 Cent Shipping for a LIMITED time at The 
Company
11/16/06 612,573 86,188 14.1% Before Thanksgiving $5 Sale at The Company
11/19/06 235,090 32,905 14.0% Save NOW on Fun Stuff For Kids at The 
Company
11/21/06 504,903 65,157 12.9% After Thanksgiving Sale - $5 Doorbusters and 
50% off Bibles
11/21/06 81,133 20,501 25.3% Thanksgiving Sale at The Company
11/27/06 609,611 78,084 12.8% 99 Cent Shipping and Great Savings at The 
Company
11/29/06 292,196 39,338 13.5% Create Memories With New Christmas Music
12/04/06 611,074 84,656 13.9% Wrap It Up for CHRlSTmas at The Company
12/05/06 177,195 24,233 13.7% Your December Kids’ Newsletter
12/07/06 58,462 10,506 18.0% FREE Poster When You Buy Angel Wars 
Guardian Foree
12/07/06 375,618 51,279 13.7% 3 Day Sale! Save 50% and MORE!
12/11/06 290,760 40,043 13.8% Great New Musie On Sale Now!
12/14/06 358,593 47,264 13.2% Your Deeember Books Newsletter
12/18/06 606,372 79,064 13.0% Personalized, Shop for Last Minute Gifts + 
Stocking Stuffers
12/21/06 26,757 4,934 18.4% You’re invited to a Free sneak preview of Ted 
Dekker’s Thr3e
12/26/06 605,647 89,110 14.7% After Christmas Sale Exclusively for You!
12/28/06 444,339 57956 13.0% Discount Tickets & A FREE Discussion Guide 
for Ted Dekker’s TUR3E
12/29/06 166,260 22,811 13.7% Savings to Start the New Year right
1/02/07 343,783 49,374 14.4% Spectacular Family Vacation Ideas for 2007
1/03/07 584,508 93,622 16.0% Personalized Renew Your Faith in 2007
1/05/07 30,410 4,354 14.3% VBS Workshops Coming to a Store Near You
1/09/07 325,357 46,196 14.2% Your January Books Newsletter
1/10/07 30,268 4,505 14.9% The Premier Global Leadership Event of the 
Year
1/12/07 583,460 77,696 13.3% Renew Yourself & Save 33% Monday Only
1/16/07 223,513 31,478 14.1% Great moments to share with your kids!
1/22/07 580,015 83,672 14.4% Personalized, It’s your last chanee to save!
1/22/07 818 168 20.5% Freedom Center’s Senior Pastor “Amazing 
Grace ” Movie Screening
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1/24/07 265,368 35,508 13.4% Great Music to Renew Your Spirit
1/25/07 293,677 31,496 10.7% Our Facing The Giants DVD Pre-Buy Offer Is 
Ending Soon
1/29/07 811 138 17.0% You’re Invited to a FREE Preview of Francine 
Rivers’ “The Last Sin Eater”
1/29/07 564,725 79,725 14.1% Personalized, Celebrate Your Relationships
2/01/07 29,456 4,795 16.3% Celebrate Amazing Grace Sunday on February 
18
2/06/07 123,845 15,860 12.8% Francine Rivers’ The Last Sin Eater is coming 
to a theater near you for a limited time
2/06/07 324,993 41,694 12.8% Celebrate your relationships with a special gift
2/08/07 577,072 71,730 12.4% Get a Free DaySpring Greeting Card
2/13/07 220,049 31,674 14.4% Quality Entertainment for Kids!
2/16/07 529,313 69,926 13.2% One Day Only + Take 33% Off Any One Item
2/16/07 902 365 40.5% VBS Workshops coming to a store near you!
2/19/07 209,246 31,449 15.0% Exclusive VT Event at The Company
2/20/07 260,355 33,698 12.9% The Company Recommends Great New Music
2/21/07 395,620 42,216 10.7% Tools to Change the World
2/26/07 391,473 53,356 13.6% Personalized, It’s your last chance to save
2/27/07 15,443 3,057 19.8% Exclusive FoxFaith Premier!
2/28/07 514,446 59,966 11.7% Girls Get-Away-Cruise + $100 off per cabin!
3/01/07 873 409 46.9% VBS workshops coming to a store near you!
3/06/07 523,773 77,119 14.7% Personalized, Celebrate the Joy!
3/07/07 410,657 64,336 15.7% The Ultimate Gift coming to a theater near you
3/09/07 624 370 59.3% Thank You for Attending Our VBS Workshop
3/13/07 332,688 43,679 13.1% Books to help build your hope and faith
3/20/07 216,835 31,491 14.5% Check out our new Exclusive kids products
3/23/07 23,307 2,672 11.5% You’re invited to the Legends of the 
Hardwood Final Four Breakfast
3/27/07 269,116 35,834 13.3% More great music recommendations fi'om The 
Company
3/29/07 356,244 51,827 14.6% Great new gifts from The Company
3/30/07 158,055 17,857 11.1% K-L Cruise Pre-sale for The Company 
Customers
4/02/07 524,855 78,678 13.2% Personalized, sale prices ending soon
4/09/07 495,402 81,871 13.8% Personalized, Celebrate Mom this Spring!
4/14/07 261,602 43,540 15.2% CD Sale Starting Today for One Week Only!
4/17/07 315,172 47,278 13.6% Great Reads for Spring
4/19/07 466,643 76,332 13.1% MS Cycling fix)m Coast to Coast for Widows 
and Orphans
4/24/07 209,546 31,934 14.3% Spring into Fun!
4/26/07 353,118 55,937 14.8% Special Gifts for Mother’s Day
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5/01/07 505,963 90,755 15.7% America Unite in Prayer
5/03/07 259,439 36,955 13.2% All CDs $9.97 or Less
5/07/07 511,566 78,226 13.6% Personalized, the Final Days to Save Before 
Mother’s Day
5/09/07 504,566 73,788 12.8% Join us on a Girls Get-A-Way Cruise!
5/11/07 196 137 63.8% Thank You for Attending Our Sunday School 
Workshop
5/19/07 508,909 73,364 12.7% DVD & Kids’ Sale Starting Today for One 
Week Only
5/21/07 241,670 30,789 12.7% FREE DaySpring Greeting Card!
5/23/07 338,806 42,012 12.4% Great Summer Reads 25% Off
5/25/07 577,157 73,645 12.8% Save 33% On Memorial Day!
5/29/07 225,268 30,186 13.4% Spring into Fun!
5/30/07 359,921 34,588 9.6% 99 Cent Shipping Ends Soon
5/31/07 264,811 31,380 11.2% Celebrate Dad with a Special Gift
5/31/07 42,520 5,198 11.6% Great CDs titles for only $9.97!
6/05/07 256,297 39,481 14.4% Best Selling Music Only $11.97 at The 
Company
6/07/07 294,876 27,622 8.7% Save 20% On New Historical Fiction ft-om 
Deeanne Gist
6/06/07 9,070 1,532 15.8% Bring the Kids to Meet BGB
6/09/07 316,162 44,073 12.9% Select Best Selling Books On Sale Now
6/11/07 573,824 58,882 10.3% Personalized, the Final Days to Save Before 
Fathers Day are Here
6/12/07 65,350 7,117 10.9% All CD’s $9.97 or Less
6/13/07 246,358 21,238 8.6% Moonlight over San Juan with SCC
6/15/07 504 249 49.4% Thank You for Attending Our Sunday School 
Workshop!
6/19/07 350,139 35,119 10.0% Personalized, Save on thousands of CDs
6/21/07 224,264 32,130 14.3% Two great kids’ events coming to a store near 
you
6/26/07 15,234 1,414 9.3% Earn a 10% Rebate for your church
6/27/07 560,986 62,551 11.2% Take and additional 25% off your entire 
purchase
6/25/07 88,636 7,180 8.1% Great Summer Reads 25% Off
6/25/07 82,101 8,572 10.4% Kids’ Picks of the Month!
6/25/07 277,047 32,110 11.6% Over 50 Music Titles for $9.97!
6/23/07 224,238 26,842 12.0% Family Values Kids Event Begins Today
7/03/07 341,307 38,159 11.2% Chilling Reads and Cool Deals for This 
Summer
7/06/07 587,869 77,483 13.2% Free DVD Player with DVD Purchase
7/09/07 337,801 38,578 11.4% Holy Discontent The New Book from BH
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7/10/07 9,052 1,550 17.1% Meet Super Bowl Champion “Coach” Tony 
Dungy
7/10/07 246,045 23,399 9.5% Set sail on the Christian vacation of a lifetime
7/13/07 40,093 6,355 15.9% Save 50% on all VT DVDs + CDs
7/13/07 189,807 19,228 10.1% Start your collection with 50% off on all VT 
DVDs + CDs
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
Semiotic Content in Email Subject Lines 63
APPENDIX B 
List o f Subject Line Words -  All Words
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
Semiotic Content in Email Subject Lines 64
Appendix B
List of Subject Line Words -  All Words
"Amazing 1 0.03%
"The 2 0.05%
"THR3E 1 0.03%
$10 2 0.05%
$100 1 0.03%
$100.00 1 0.03%
$11.97 1 0.03%
$4.00 1 0.03%
$5 2 0.05%
$5.00 1 0.03%
$7.97 1 0.03%
$9.97 4 0.11%
$9.97! 2 0.05%
& 12 0.32%
+ 5 0.13%
10% 1 0.03%
18 1 0.03%
2 1 0.03%
20% 4 0.11%
2006 2 0.05%
2007 1 0.03%
2007! 1 0.03%
25% 4 0.11%
27th 1 0.03%
3 1 0.03%
30% 1 0.03%
33% 6 0.16%
40% 3 0.08%
5 1 0.03%
50 1 0.03%
50% 9 0.24%
7/21/06 1 0.03%
7/28/06 1 0.03%
75% 5 0.13%
99 5 0.13%
a 24 0.64%
A 12 0.32%
Acquainted 1 0.03% 1
additional 2 0.05%
Advantage 1 0.03%
After 2 0.05%
all 2 0.05%
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All 3 0.08% Bahamas 1 0.03%
Amazing 1 0.03% Beara 1 0.03%
America 1 0.03% Become 1 0.03% 1
an 0.05% Before 3 0.08%
and 15 0.40% Begins 1 0.03%
And 1 0.03% Benefit 2 0.05%
Angel 1 0.03% Best-Selling 1 0.03%
Any 1 0.03% best 2 0.05%
ANY 1 0.03% Best 1 0.03%
Appreciation 1 0.03% 1 Better 1 0.03%
are 2 0.05% Bibles 1 0.03%
area 2 0.05% Big 1 0.03%
Area 1 0.03% Bill 1 0.03%
Art 2 0.05% Blast 1 0.03%
at 71 1.91% book 1 0.03%
At 9 0.24% Book 3 0.08%
Atlanta 1 0.03% books 1 0.03%
Attending 3 0.08% Books 8 0.21%
author 1 0.03% Boz 2 0.05%
Away 1 0.03% Breakfast 1 0.03%
Bag-a-Bargain 2 0.05% Bring 1 0.03%
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build 1 0.03% Chance 3 0.08%
Buy 1 0.03% CHANCE 1 0.03%
cabin! 1 0.03% change 1 0.03%
Caedmon's Call 1 0.03% Change 1 0.03%
CAMP 1 0.03% Channel 2 0.05%
Can 1 0.03% Chapman 1 0.03%
Card 1 0.03% Check 1 0.03%
Card! 1 0.03% Chicago's 1 0.03%
Cards 1 0.03% Chicago 2 0.05%
Career 0.11% Chilling 1 0.03%
Catalyst 1 0.03% Christ 2 0.05%
CD's 1 0.03% Christian 4 0.11%
CD 4 0.11% Christmas 2 0.05%
CDs 6 0.16% CHRlSTmas 1 0.03%
Celebrate 7 0.19% 1 Chronicles 1 0.03%
cent 1 0.03% church 1 0.03%
Cent 4 0.11% Church 1 0.03%
Center's 1 0.03% closing 1 0.03%
Centered 1 0.03% Coach 1 0.03%
Champion 1 0.03% Coast 2 0.05%
chance 2 0.05% collection 1 0.03%
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Come 2 0.05% 1
coming 7 0.19%
Coming 2 0.05%
Concert 3 0.08%
Conference 1 0.03%
Cool 2 0.05%
could 1 0.03%
Cranberry 1 0.03%
Create 1 0.03%
Cruise 1 0.03%
Cruise! 1 0.03%
Cruises 1 0.03%
Curtis 1 0.03%
Customers 0.05%
Cycling 1 0.03%
Dad 1 0.03% 1
Dallas 1 0.03%
day 1 0.03%
Day 10 0.27%
day! 1 0.03%
Day! 1 0.03%
Days 3 0.08%
DaySpring 3 0.08%
Deals 1 0.03%
December 2 0.05%
Deeanne 1 0.03%
Dekker's 2 0.05%
Discontent 1 0.03%
Discount 1 0.03%
Discussion 1 0.03% 1
Disney's 1 0.03%
Door 1 0.03%
Doorbusters 1 0.03%
Dr. Phil 1 0.03%
Dungy 1 0.03%
DVD 4 0.11%
DVDs 3 0.08%
Earn 1 0.03%
Easter 4 0.11%
Eater 1 0.03%
Eater" 1 0.03%
End 3 0.08%
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List of Subject Line Words -  All Words (Cont)
ending 1 0.03%
Ending 3 0.08%
Ends 1 0.03%
Enhanced... 1 0.03%
Entertainment 1 0.03%
entire 1 0.03%
ENTIRE 1 0.03%
Event 3 0.08%
events 2 0.05%
every 1 0.03%
Exciting 1 0.03%
Exclusive 3 0.08%
Exclusively 1 0.03%
Facing 1 0.03%
faith 1 0.03% 1
Faith 2 0.05% 1
fall 1 0.03%
Fall 1 0.03%
Family's 1 0.03% 1
Family 3 0.08% 1
Fathers 1 0.03% 1
Fayetteville 1 0.03%
February 2 0.05%
Fellowship 1 0.03%
Fiction 3 0.08%
Final 3 0.08%
Find 1 0.03%
for 33 0.89%
For 5 0.13%
Force 1 0.03%
Foundation 2 0.05%
Four 1 0.03%
FoxFaith 4 0.11%
Framed 2 0.05%
Francine 2 0.05%
Frank 1 0.03%
Free 5 0.13%
FREE 9 0.24%
Freedom 1 0.03%
from 12 0.32%
From 6 0.16%
Fullerton 1 0.03%
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List of Subject Line Words — All Words (Cont)
Fun 3 0.08%
Fun! 2 0.05%
Fund 1 0.03%
Get-A-Way 1 0.03%
Get-Away-Cruise 1 0.03%
Get 0.13%
Giants 1 0.03%
GIDEON 1 0.03%
gift 1 0.03%
Gift 0.05%
gifts 1 0.03%
Gifts 0.05%
Girl's 1 0.03%
Girl's-Get-A-Way 1 0.03%
Girls 1 0.03%
Gist 1 0.03%
Global 1 0.03%
Gospel 0.05%
Grace 1 0.03%
Grace" 1 0.03%
Grand 1 0.03%
Grand
Rapids 1 0.03%
great 3 0.08%
Great 21 0.56%
Green 1 0.03%
Greeting 0.05%
Greetings 1 0.03%
Guardian 1 0.03%
Guide 1 0.03%
Hardwood 1 0.03%
Has 0.05%
Hear 1 0.03%
Heart 1 0.03% 1
help 1 0.03%
Here 1 0.03%
Historical 1 0.03%
Holy 1 0.03%
hope 1 0.03% 1
Huntsville 1 0.03%
Hybels 1 0.03%
Ideas 1 0.03% 1
in 6 0.16%
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List of Subject Line Words -  All Words (Cont)
In 1 0.03%
Independence 1 0.03%
into 2 0.05%
Introducing 1 0.03%
invited 1 0.03%
Invited 2 0.05%
is 2 0.05%
Is 1 0.03%
It’s 3 0.08%
It's 2 0.05%
Item 1 0.03%
Item! 1 0.03%
Jam 1 0.03%
January 1 0.03%
Join 9 0.24% 1
Joy! 1 0.03%
Jr. 1 0.03%
K-LOVE I 0.03%
kids' 1 0.03%
Kids' 6 0.16%
kids' 3 0.08%
Kids 7 0.19%
KIDS 1 0.03%
kids! 1 0.03%
Kids! I 0.03%
King I 0.03%
Lakewood's 1 0.03%
Lakewood 1 0.03%
Larry-Boy 1 0.03%
last 2 0.05%
Last 5 0.13%
LAST 1 0.03%
latest 2 0.05%
Latest 2 0.05%
Leaders 1 0.03%
Leadership I 0.03%
Legendary 1 0.03%
Legends 1 0.03%
Less 2 0.05%
life 1 0.03% 1
lifetime 1 0.03% 1
limited 2 0.05%
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List of Subject Line Words -  All Words (Cont)
Limited 2 0.05%
Lion 1 0.03%
local 2 0.05%
location 3 0.08%
Location 5 0.13%
locations 2 0.05%
locations! 1 0.03%
Luther 1 0.03%
Mark 3 0.08%
Martin 1 0.03%
Materials 1 0.03%
McGraw 1 0.03%
Meet 4 0.11%
Memorial 1 0.03%
Memories 1 0.03%
MercyMe 2 0.05%
Ministry 2 0.05%
Minute 1 0.03%
Mom 1 0.03%
moments 1 0.03%
Monday 1 0.03%
Month 1 0.03%
Month! 1 0.03%
Moonlight 1 0.03%
More 1 0.03%
MORE 4 0.11%
MORE! 1 0.03%
Mother's 2 0.05% 1
Mothers 1 0.03% 1
movie 2 0.05%
Movie 2 0.05%
music 4 0.11%
Music 19 0.51%
Mystery 1 0.03%
Namia 2 0.05%
Nativity 1 0.03%
near 8 0.21%
Near 2 0.05%
new 10 0.27%
New 18 0.48%
NEW 4 0.11%
newest 2 0.05%
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List of Subject Line Words -  All Words (Cont)
Newsletter 3 0.08%
Next 1 0.03%
Nights 1 0.03%
now 1 0.03%
Now 3 0.08%
NOW 1 0.03%
Now! 1 0.03%
of 13 0.35%
Of 1 0.03%
off 5 0.13%
Off 5 0.13%
Offer 2 0.05%
offers 1 0.03%
on 20 0.54%
On 18 0.48%
One 6 0.16%
only 2 0.05%
Only 6 0.16%
Only! 1 0.03%
Opening 1 0.03%
Opportunities 3 0.08%
or 3 0.08%
Orphans 1 0.03%
our 4 0.11%
Our 8 0.21%
out I 0.03%
Over 2 0.05%
Party I 0.03%
Pastor I 0.03%
Pat I 0.03%
per I 0.03%
Peretti's I 0.03%
Perks I 0.03%
Personalized 13 0.35% 1
Personalized, 1 0.03% 1
PHILLIP I 0.03%
Picks 0.05%
Player I 0.03%
Pole! I 0.03%
Poster I 0.03%
Prayer I 0.03% 1
pre-buy 1 0.03%
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List of Subject Line Words — All Words (Cont)
Pre-Buy 6 0.16%
PRE-BUY 1 0.03%
Pre-Order 1 0.03%
Pre-sale 1 0.03%
Premier 2 0.05%
Premier! 1 0.03%
Prepare 1 0.03%
Presents 1 0.03%
President's 1 0.03%
preview 2 0.05%
Preview 2 0.05%
prices 1 0.03%
products 1 0.03%
Products 3 0.08%
purchase 2 0.05%
Purchase 1 0.03%
Quality 1 0.03%
Reading 1 0.03%
Reads 4 0.11%
Rebate 1 0.03%
receive 1 0.03%
recommendations 1 0.03%
Recommends 1 0.03%
relationships 1 0.03% 1
Relationships 1 0.03% 1
Renew 3 0.08% 1
Renewal 2 0.05% 1
Renewing 1 0.03% 1
Resources 1 0.03%
Rick 1 0.03%
right 1 0.03%
Rivers' 2 0.05%
Robin 1 0.03%
sail 1 0.03%
sale 4 0.11%
Sale 15 0.40%
Sale! 1 0.03%
Salvador 1 0.03%
Sampler 1 0.03%
San Juan 1 0.03%
save 5 0.13%
Save 34 0.91%
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List of Subject Line Words -  All Words (Cont)
save! 1 0.03%
Saving 1 0.03%
Savings 19 0.51%
School 2 0.05%
Schultz 2 0.05%
Schultz, 1 0.03%
Screening 1 0.03%
See 1 0.03%
Selah 1 0.03%
select 1 0.03%
Select 3 0.08%
Selection 2 0.05%
Selling 1 0.03%
Senior 1 0.03%
Sept. 1 0.03%
Set 1 0.03%
share 1 0.03% 1
shipping 1 0.03%
Shipping 4 0.11%
Shipping! 1 0.03%
Shop 1 0.03%
Sin 2 0.05%
sneak 1 0.03%
Solve 1 0.03%
soon 1 0.03%
Soon 4 0.11%
SOON 1 0.03%
Soon: 1 0.03%
special 1 0.03%
Special 3 0.08%
Specials 3 0.08%
Spectacular 3 0.08%
Spirit 2 0.05% 1
Sportscaster 1 0.03%
Spring 4 0.11%
Spring! 1 0.03%
Start 4 0.11%
Starting 2 0.05%
Steven 1 0.03%
Stocking 1 0.03%
store 4 0.11%
Store 1 0.03%
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List of Subject Line Words -  All Words (Cont)
Story" 1 0.03%
Stuff 2 0.05%
Stuflfers! 1 0.03%
Summer 6 0.16%
Summerall 1 0.03%
Sunday 3 0.08%
Superbowl 1 0.03%
Take 5 0.13%
Ted 2 0.05%
Thank 3 0.08% 1
Thanksgiving 3 0.08% 1
that 1 0.03%
the 28 0.75%
The 18 0.48%
The Company 101 2.71%
TheCompany.com 1 0.03%
theater 4 0.11%
Theater 1 0.03%
This 4 0.11%
Thornton 1 0.03%
thousands 1 0.03%
Thr3e 1 0.03%
tickets 1 0.03%
Tickets 1 0.03%
time 4 0.11%
Time 1 0.03%
titles 2 0.05%
Titles 1 0.03%
to 32 0.86%
To 2 0.05%
Today 2 0.05%
Today! 1 0.03%
Tolleson 1 0.03%
Tony 1 0.03%
Tools 1 0.03%
Tour 1 0.03%
Township 1 0.03%
Trip 1 0.03%
two 2 0.05%
Two 2 0.05%
Ultimate 1 0.03%
Unite 1 0.03%
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List of Subject Line Words -  All Words (Cont)
up 5 0.13%
Up 2 0.05%
us 2 0.05% 1
Us 3 0.08% 1
vacation 1 0.03%
Vacation 2 0.05%
Values 1 0.03%
VBS 6 0.16%
VeggieTales 6 0.16%
Very 1 0.03%
Video 1 0.03%
videos 2 0.05%
visit 1 0.03%
Visit 5 0.13%
Visitation 1 0.03%
Wardrobe 1 0.03%
Warren 1 0.03%
Wars 1 0.03%
Week 2 0.05%
Weekend 2 0.05%
When 1 0.03%
Widows 1 0.03% 1
Winter 1 0.03%
Witch 1 0.03%
with 8 0.21%
With 4 0.11%
Workshop 1 0.03%
Workshop! 2 0.05%
workshops 2 0.05%
Workshops 2 0.05%
World 1 0.03%
Wrap 1 0.03%
YANCEY 1 0.03%
Year 2 0.05%
You're 3 0.08% 1
you 3 0.08% 1
You 7 0.19% 1
you! 5 0.13% 1
You! 1 0.03% 1
Youngstown 1 0.03%
your 11 0.30% 1
Your 14 0.38% 1
Yourself 1 0.03% 1
- 1 0.03%
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Subject Line Relationships Words
Acquainted 1 0.03%
Appreciation 1 0.03%
Become 1 0.03%
Celebrate 7 0.19%
Come 2 0.05%
Dad 1 0.03%
Discussion 1 0.03%
faith 1 0.03%
Faith 2 0.05%
Family's 1 0.03%
Family 3 0.08%
Fathers 1 0.03%
Heart 1 0.03%
hope 1 0.03%
Ideas 1 0.03%
Join 9 0.24%
life 1 0.03%
lifetime 1 0.03%
Mother's 2 0.05%
Mothers 1 0.03%
Personalized 14 0.38%
Prayer 1 0.03%
relationships 1 0.03%
Relationships 1 0.03%
Renew 3 0.08%
Renewal 2 0.05%
Renewing 1 0.03%
share 1 0.03%
Spirit 2 0.05%
Thank 3 0.08%
Thanksgiving 3 0.08%
us 2 0.05%
Us 3 0.08%
Widows 1 0.03%
You're 3 0.08%
you 3 0.08%
You 7 0.19%
you! 5 0.13%
You! 1 0.03%
your 11 0.30%
Your 14 0.38%
Yourself 1 0.03%
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Appendix D 
Statistical Analysis
Infonnation displayed in Appendix C was provided by Neal Rogness and the staff 
at the Grand Valley State University Statistical Consulting Center.
Group Statistics
Relation Track N Mean Std. Deviation Std. Error Mean
PctOpen 0
1
45
16
13.0043
13.8579
1.34667
1.53779
.20075
.38445
Independent Samples 
Test
Levene's Test for Equality of 
Variances
F Sig.
PctOpen Equal
variances
assumed
Equal
variances not 
assumed
.736 .394
independent Samples 
Test
t-test for Equality of Means
t-test for 
Equality of 
Means df Sig. (2-tailed) Mean Difference
PctOpen Equal
variances
assumed
Equal
variances not 
assumed
-2.098
-1.968
59
23.695
.040
.061
-.85359
-.85359
Reproduced with permission of the copyright owner. Further reproduction prohibited without permission.
Semiotic Content in Email Subjeet Lines 81
Appendix D 
Statistic^ Analysis (Cont)
ReiationTrack: 1
5 -
4 “
^ 3 -
co
3cr
2u_
2 -
Mean =13.85791] 
Std. Dev. =1.53779 
N=16
10.00 11.00 12.00 13.00 14.00 15.00 16.00 17.00
PctOpen
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